Moreover the SWOT analysis has also been used for better analysis. The findings of the study reveals that branding is an important element in identifying and differentiating tourist destinations in order to attract a large number of tourists from all over the globe. It also plays an important role in promoting the destination in a unique way.
INTRODUCTION
India is fast emerging as an important tourism destination in the world. The "Incredible India" campaign which showcases the best that India has to offer to the tourists has now attracted worldwide attention. The Ministry of Tourism, Government of India, has noted that the number of foreign tourist arrivals in India in 2009 was 5.11million at an annual growth rate of 3.3%. The number of domestic tourist visits to all States/UTs was 650 million at an annual growth rate of 15.5%. The foreign exchange earnings from tourism were US$ 1851.1 billion at an annual growth rate of 8.3% contributing a significant 5.9% to the GDP of the country and creating 42 million jobs. By 2017, the industry is expected to contribute to rise to US$ 3121.7 billion in absolute terms but percentage wise it will decrease to 3.4% as per Planning Commission. Andhra Pradesh topped domestic tourist visits with 24.2% and Tamil Nadu, in foreign tourist visits with 17.3%. Manipur recorded an insignificant data of 0.9% domestic and 0.3% foreign tourist visits. A concerted effort and actionable measures are therefore needed to take a piece of this tourism pie. Other than the tourism industry itself, the global spread of tourism has produced significant economic and employment benefits in many related and interlinked sectors too from construction to agriculture or telecommunications. Tourism as an industry is expected to grow by 4.3% per annum between 2008-17 according to the Planning Commission. This multiplier effects of tourism need to be tapped maximally to enrich the economy and society of the land. Manipur, with her comfortable climate, mystique cultural heritage and sublime natural beauty, located strategically in a hitherto considered disadvantageous geographical area, promises to be a huge potential for the growth of tourism. The majesty of the Loktak Lake, the strategic location of Moreh, the uniqueness of the Keibul Lamjao floating National Park & the Sangai Deer, the beauty of the Siroy & Dzukou Lilies, along with the naturally formed limestone caves, prestine green hills and valleys, meandering rivers, cascading rapids, exotic flora & fauna compounded by a rich arts and culture, folklore, myths and legends, indigenous games and artistic handloom & handicrafts, makes Manipur a little paradise on earth and a fertile ground for a tourist to explore. The Asian Development Bank has identified the region as a Key Area due to its unrealized potential as an ecotourism product". The mystery of the Indian Classical Dance form Ras Leela with their intricate costume design, the wonder of the Pung Cholom (Drum Dance), the vibrant tribal dances are some of the precious treasures any Manipur and its tourism policies become all the more important in view of India"s Look East
Policy and the Trans-Asian Highways and Railways. The Government is keen to take advantage of these developments and therefore seeks to create a unique brand to market Manipur Tourism as the "Gateway to South-East Asia" in conformity with its modernity, relevance, competitiveness, strategic location and commercial aspects. It is the belief of the Government that once the appropriate infrastructure and services are suitably placed,
Manipur is destined to become a rich commercial hub and a tourist hotspot in South-East Asia akin to Bangkok.
REVIEW OF LITERATURE
Most tourism activities take place at a particular destination, therefore the destination itself forms a pillar of any modelling that is done for the tourism system (Pike 2004) . Destination can be seen as an area that includes all services and goods a tourist consumes during his or her stay (Terzibasoglu 2004; wt o 2007) . This destination appeal shape should transfer to a unique and competitive destination brand which expresses the reality of the destination and conveys the tourist perspective. The destination marketing organizations (dmo's) and the enterprises are involved in the building and marketing of destination tourist services (Grängsjö 2003) . This is why a tourist destination concept should focus on both customers and producers. The marketing success of a destination is dependent not only on the called push factors (market demand forces) but also on the pull factors (supply-side factors), that have a major impact on the branding success of a particular destination. 
Benefits of Branding
According to Kotler, brands' benefits, are two-fold; they serve as a 'major tool to create product/services differentiation,' and they represent a promise of value from a consumer's viewpoint (Kotler and Gartner 2002) .
Clarke (2000) has identified six benefits of branding related to tourism destination products:
1. As tourism is typically high involvement, branding helps to reduce the choice, 2. Branding helps in reducing the impact of intangibility, 3. Branding conveys consistency across multiple outlets and through time, 4. Branding can reduce the risk factor attached to decision making about holidays.
5. Branding facilitates precise segmentation, 6. Branding helps to provide a focus for the integration of producer effort, helping people to work towards the same outcome.
Benefits of branding for the community as a whole:
 Creates a unifying focus to aid all public, private, and non-profit sector organizations that rely on the image of the place and its attractiveness.
 Brings increased respect, recognition, loyalty, and celebrity.
 Corrects out of date, inaccurate or unbalanced perceptions.
 Improves stakeholder income, profit margins, and increases lodging tax revenues.
Increases the ability to attract, recruit, and retain talented people.  Expands the size of the 'pie' for stakeholders to get a larger share, rather than having to rely on pricing to steal their share (www.destinationbranding.com).
Brand Image
A country's image results from its geography, history, proclamations, art and music, famous citizens, and other features. The entertainment industry and the media play a particularly important role in shaping people's perceptions of places, especially those viewed negatively (Simonin 2008) . This image can be seen as the sum of beliefs and impressions people hold about places. Images represent a simplification of a large number of associations and pieces of information connected with a place, they are a product of the mind trying to process and pick out essential information from huge amounts of data about a place (Kotler, Heider, and Rein 1993) . The image is a reflection, sometimes distorted, of its fundamental being, a measure of its health, and a mirror to its soul. It speaks to the way a country exists in people's minds and hearts as well as to the position it occupies in relations to other countries (Simonin 2008) .
Destination image has a key role for tourism marketers. Several researchers (e. g. 
Brand Equity
Brand equity is the value of a brand based on the extent to which it has a high brand loyalty, name awareness, perceived quality, strong brand associations, and other assets such as patents, trademarks, and channel relationships (Kotler and Armstrong 2001) . It stems from the greater confidence that consumers place in a brand than they do in its competitors. This Brand equity includes many dimensions such as performance, social image, value, trustworthiness, and identifications (Lassar, Mittal, and Sharma 1995) . For the marketer, the brand is a value; the brand name of the product marketed by them should lead to attaining brand equity. For the consumer, a brand which accumulates benefits means benefits in the sense of utility and service. A brand is said to have equity when the consumers prefer to buy a branded one instead of an unbranded commodity.When consumers are able to recall the brand name and its attributes for the long period (Krishnakumar 2009 ), they react more (less)
favourably to an element of the marketing mix for the brand than they do to the same marketing mix element when it is attributed to a fictitiously named or unnamed version of the product or service (Keller 1993) . From this point of view, brand equity is the extension of brand loyalty and brand knowledge (Krishnakumar 2009 ).
Brand Identity
Brand identity is a part of the brand's overall equity, the total perception of a brand in the marketplace, driven mostly by its positioning and personality (Upshaw 1995) . Brand identity clearly specifies what the brand aspires to stand for and has multiple roles:
1. It is a set of associations that the brand strategist seeks to create and maintain.
2. It represents a vision of how a particular brand should be perceived by its target public (Aaker and Joachimsthaler 2000) .
3. Upon its projection the brand identity should help establish a relationship between a particular brand and its clientele by generating a value proposition potentially either involving benefits or providing credibility, which endorses the brand in question. Aaker (1996) has developed a comprehensive brand identity planning model. At the heart of this model is a four-fold perspective on the concept of a brand. To help ensure that a firm's brand identity has texture and depth, Aaker, 1996 advises brand strategists to consider the brand as:
1. a product;
2. an organization; (Upshaw 1995) .
Brand Positioning
The brand positioning task consists of three steps:
1. Identifying a set of possible competitive advantages upon which to build a position.
2. Selecting the right competitive advantage.
3. Effectively communicating and delivering the chosen position to a carefully selected target market (Morgan, Pritchard, and Pride 2004) .
Marketers focus on differentiation branding through relationships and emotional appeals rather than through discernible, tangible benefits (Westwood et al. 1999) , as it is clear that the most difficult task facing any destination is the quest for true differentiation. To create a fair, rounded and attractive picture of a country in people's minds, a balance must be maintained between the different images (Anholt 2002 ).
Brand positioning is what a brand stands for in the mind of consumers and prospects relative to its competition in terms of benefits and promises (Upshaw 1995 
SWOT ANALYSIS OF MANIPUR TOURISM
The analysis of tourism in Manipur is necessary with respect to the business environment.
The SWOT analysis seeks to develop a strategy by consolidating the strengths, overcoming the weaknesses, building on the opportunities and mitigating the threats of the external and internal environment and to provide a framework for further demand projections.
A. Strengths
i. Wide variety of natural and cultural resources.
ii. Moreh border town assumes great significance given the Look East Policy.
iii. Loktak Lake is unique and so is the Keibul Lamjao floating National Park, home to the rare Sangai (Brow-Antlered) deer.
iv. Medical facilities and adventure activities are of high quality and profound. ii. Limited infrastructure of hotels, roads, water and power supply in terms of quality and service.
iii. Insufficient exposure in tourism generating markets iv.
No USP and poor brand positioning.
v. Travel Permits system requirement.
vi. Security situation.
C. Opportunities i. Moreh border town assumes significance because of the Look East Policy and the
Trans Asian Highway. Trade and tourism can get a big boost by developing an international tourist circuit.
ii. The natural beauty of Manipur is unparallel and can be explored for nature and adventure tourisms.
iii. The rich cultural heritage and the historical sites can be promoted for culture and pilgrimage tourisms.
iv. Opportunity to get the private sector, tour operators and local community involved in a major way.
D. Threats
i. A potential increase in tourism activities in the State can leave a significant footprint on the fragile ecology and environment.
ii. Due to the present instable nature of the society in Manipur, tourists may face various issues of security and may also deter private investment.  Lakes and islands: 48 kms from Imphal, the capital city, lies the largest fresh water lake in the North East India, the Loktak Lake, a miniature inland sea. There is a tourist Bungalow atop Sendra Island. Life on the lake includes small islands that are floating weed on which live the Lake People, the blue waters of lake and colourful water plants. There is a Sendra Tourist Home with an attached cafeteria in the middle of the lake. Floating islands are made out of the tangle of watery weeds and other plants. The wetland is swampy and is favourable for a number of species. It is in the district of Bishnupur. The Sendra Park and resort is opening on the top of Sendra Hills and attracting tourists. 
APPLYING THE TOURIST DESTINATION'S BRANDING MODEL TO MANIPUR

CONCLUSIONS AND SUGGESTIONS
The tourism strength of the state has been identified and lies in Nature-Eco tourism, culture tourism, historical tourism and adventure tourism. These specific areas have been given top priority and developed with renewed zeal and efforts. The state is known for its beautiful natural landscape because of which the then Prime Minister, Shri Jawaharlal Nehru named it Switzerland of East. The state is rich in every sense, be it in the beauty of nature or the culture of the land. It has a pleasant climate, exotic greenery and varied flora. Manipur is a state which has a very rich and diverse culture. It's known for its uniqueness and originality.
The various cultural factors include theatre, dance and festivals etc which are the main driving forces for attracting huge number of tourists every year. The state has a huge potential for being as one of the top tourist destination in the country. The concept of branding is not taken into serious consideration in the promotional activities. The brand image needs to be created with the unique attributes. The brand positioning is also lacking which needs to be done in order to identify the blissful tourist spots which are unique and different throughout. But in many aspects the Manipur as a brand are interlinked with its unique culture, dances, historical importance etc. which are well known throughout the globe. To many extend, it creates value to its tourists as well as the various stakeholders of the tourism sector in the state. So the relevant authority needs to promote and brand the state in a different way. A unique brand to market Manipur as a tourist destination has to be created in conformity with the modernity, relevance, competitiveness, strategic location and commercial aspects of the state. For this very specific purpose, the Government has come up with a catchy theme "Gateway to South-East Asia" to promote tourism in Manipur on a clientele model.
